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During the Thirdi Sales Cycle, all sales force activity should be directed toward the 


*-. support of the following brands: . 

Jin A. 


■*,, - J 


; 

ff 

•iM;®* -V.. ■■’ 


■■ 


BRAND POSITION 

PERIOD 3-'A 

APRIL 30— MAY 25 • f ’ S: '* 7 -‘ ?3 "^ '>■ 

PERIOD 3-8 

MAY 28— JUNE 22 

..o, =■ 

FIRST MAJOR 

■ ''■rfrmi&i s J ^MARLBORO 

l • -r - • 


SECOND MAJOR ‘ 

PARLIAMENT 80’s/85's & 100's 

BENSON & HEDGES - 

Regular & Menthol 

TTRTIARY, ' 

' VIRGINIA SLIMS - Regulars Menthol 

BENSON & HEDGES MULTIFILTER 
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The importance of Retail Sales Calls was thoroughly covered in your Letter of Instructions 
V—S during the Second Sales Cycle 1973. Elements of a good Retail Call are: Planning, 

H Objective Setting, Preparation, Presentation, Follow Through (get the order) and install 
j^k-P.O.S. Materials. The Retail Sales Call will continue to be the single biggest 
contributing factor to moving Philip Morris to the number 1_ position in the tobacco 
' ’f Industry. The basis for that statement is: If our brands are not sold into the Retail! 

Outlets and properly merchandised, the consumer cannot buy them . The Sales Representatives 
: are the only members in the Sales Organization that can affect product availability at 

• ft 1 ' -i » >■ ••:•-• ••• ■” . ' •'•.••• 

■ • Based on the importance of the Retail! Call,, the primary thrust of this Letter of 
Instructions will 1 focus on the Non-Control and the Control Outlet . 

— yf.^i — ■■* ' .■■■■•..•■■- ■ ■ . * 

^ : The Non-Control Outlet : Is an independent outlet or even a member of 
: .,4' -'> chain group, in which you can sell your product directly to the decision 

:^ri:rf;;'v: ; .'.maker on the premises without prior Headquarters approval. Payment cani 
*f usually be made in cash or you can bill through the local jobber. 

* Merchandising decision will a 1 Iso be made with 1 the decision maker on premises. 

Z The Controlled Outlet : Is a chain store in which merchandise is'" ;rj -V-— 4 
■*'' generally ordered through ani order guide. The product mix that the .»{ ,i 
' . - v \ : store carries is pre-determined by Headquarters and you can never 

" ' sell directly to the store manager for cash and/or bill him through 

./-•'Jr'"- Hy a local, jobber. • •; ’-v.;;:. v *•, 
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As youi approach this cycle:, remember: although you have a greater number of non- 
controllied calls in your territory than controlled calls, each call (control or 
non-control) must be approached with the same amount of aggressiveness and enthusiasm 
as they are of equal importance to our business. All Sales Representatives should 
be aware of the tremendous opportunities that exist to get extra volume iin the 
controlled outlets. Get to the order book at every opportunity and write in 
quantities of our brands. 
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THE NQNlCONTROL OUTLET (CONTRACT OR NON-CONTRACT) 


PLANNING/OBJECTIVE SETTING 


drx&'c’-i- ".li. Review call cards - determine specific objectives ('should'I 
77$ : ; "’:;'■;■'*• cards in order or priority): other than selling: in Product 


7.^^ a 


1. Review call cards - determine specific objectives (should* be listed on call 
cards in order or priority): other than selling: iin Product Promotion Plant 

**$■■*** ■*< -■■ ■.■ - • ■...■ • ■ ■/ ... . < 

2. Prepack set/sell displays - pack bag with P.0.S. items prior to entering store. 


GREET STORE MANAGER/OPENING THE CALL 


mm 

s-^hs- 


1. Identify yourself - tell purpose of call. Make certain you are talking with: 
-.‘-decision maker. Take product out of bag - place on counter - Open The Call. 
K- Use your prepared Sales Presentation - this is a must. ... 
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; ;v l..During the Third Sales Cycle of 1973, the offer to the trade will! be: 
. 5 % free goods (one pack free with 2 cartons), plus > ...... 

4> . $1.50 cash for placement of a set/sell display in a self service 


.* : • ... *!.. p OS ition on the counter or checkout for a period of 2 -weeks. 

• 77 a*;. \4 *:j>n <.... ; (C . «y-.n- , ;. 7 ' 

‘ f ’ r 77': FIRST FOUR WEEKS '' '•?-'' vv ; ; • SECOND FOUR WEEKS ’ ’ 

•• v." 5 - Marlboro (3-100‘s, 1-Men, 1-Lts) 5 - Marlboro (3-100‘s, 1-lien, 1-lts) 

f ' ,,'V7 3 ' Parliament - 80f s/85 ‘ s & 100’s 3 - Benson 8 Hedges - Reg 8 Men 

. , r,7-i.. -L2 - Virginia Slims - Reg 8 Men 2 - Benson 8 Hedges Multifilter 

' ^ 7 ;TU- Carton: Selll-In W - Carton Sell-In 

v. S '' .... .' ...-. *■. =.-.k.w . .... = _ 


Sell-in extra carton of Marlboro Reds and/or other brands not featured this cycle - 
free goods will not be given on Marlboro Reds; - maximum free goods are 5-packs per 
store (plus $1.50 for display). Where necessary, you may sell-in less than 10- 
carton but keep the free goods in relation to sales. 


2. Once you have made your presentation. Close The Sale - if you cannot affect a 
7 close on the first attempt, youi should try a second close - without reducing 
the 10-cartons. An alternate second close could be the "Extra Profit" 


Presentation Sheet most recently sent out from the New York Office. 
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DISPLAY PLACEMENT 

-;--; - ; - - ■- 

1. Iin non-control led stores without "B" or "B-li" displays (non-contract outlets), 
utilize your set/sell displays to display the first major brand. Ini those 
outlets with "B" or "B-l" displays (contract outlets), the first and second! 
major brands are already displayed in "B-l" or iini our new "B" displays. You 
should! therefore secure display support oni the tertiary brands in the set/sell 
displays. . 


2. In those instances where you cannot place the set/sell $11.50 displays, you 
may still selll-in merchandise outlined in this Product Promotion Pl&n giving 
the 51 free goods as authorized or vice versa. ^ 


MERCHANDISIE/SERVICE DISPLAYS OR RACKS 


1. Pl^ce display iin up-front locations; stock pack rack if available. 

<r 

2. Remind manager - there will be no payments for non-compliance. 


ADMINISTRATIVE DETAILS 


_*- 


1. Take care of all pertinent details. 


PLANNING/OBJECTi 
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GREET STORE MAN/ 


1. Greet the 
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SELL-IN BRANDS 
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OTHER ACTIVITIE 
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ENDING THE CALL 
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THE CONTROLLED OUTLET 
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PLANNING/OBJECTIVE SETTING '/l'- ■'K&Sk'* 

: ' X ~ . . ’ . ' • ' 4 * 

1. Review your calli card and determine what objectives you plan to accomplish! 

- ; ^N6l n .the store.. rrrAvy*'. Mt r: , - - , _ . ■ • 

,v- ' rc^or* '•*• — — ’ *--'v ■-■:■; 4 

2. If you will try and gain additional space on the carton rack, tell the store 
manager the brand or brands that should have facings reduced in order to 

, make room for Phiilip Morris brands. * v 

3. If you 1 are goinqi to install an A-l display, know exactly where iit should go. 

■ Have the display when you enter the store or a picture of it;. 

: 4. Prepack your bag (where permitted) with the P.O.S. items you 1 plan to put-up 
in that store: ,0.;;,: 

5. If you're going to try to put up a department market - take it with you, . 

GREET STORE MANAGER/0PENHN6 THE CALL J,, : ... ;■— ^ 

1. Greet the store manager, identify yourself, and tell him the purpose of 
your call. Use your prepared presentation - this is a must . 

SERVICE DISPLAYS OR RACKS . 

11. Then do the following: install A-l Display if applicable, 

2. Fill pack rack (take merchandise from carton rack), fill carton rack 
(take merchandise from back room), label pack and carton rack and 
put-up shelf talkers andi coupon pads. 

3. Now you have accomplished two things: (a) made Phil iipi Morri s brands 
available to the consumers and (b) you have dbne the manager ai "Favor". 

The manager now considers his "Back Room" inventory as being soldi. 

SELL-IN BRANDS .h V ./■ 

1. Now contact the manager and telII him what you have done — tell him to give 4 
you the order book so that you can re-order the appropriate quantity of all 
Philip Morris brands., This should be an easy and automatic sell, . Discuss 
managers weekly orders - increase if necessary. Increase base inventories 
especially on our major brands. 

2. Now move on to your other specific objectives (should be listed on call card):: 
an extra 2-rows for Marlboro Reds or Virginia Slims iin his store owned vending 
machine. In each instance knowwhat brands will be reduced in facings to 
make room for the Philip Morris brands added. 

ADMINISTRATIVE DETAILS • f . 

1. As applicable. ..,v • , 

OTHER ACTIVITIES ’ ^ " : - 


1. Secure managers approval to put-up posters, department markers or other 
P.O.S. items. 

2. Use a positive approach - tell him what you're going to db and identify locations. 

* 

ENDING; TlHE CALL 

Thank the Retailer, stress the importance of keeping P.OlS. Materials up and telll him, 
when you 1 will call agaiiru 
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■^^•^^OTHER ACTIVITIES 


•••• 


MERCHANDISING 

The Merchandising Program Set-Up Sheet for the; Third Cycle will not be providedi this 
cycle. You can refer to the inside front cover of the Product Promotion Plan for 
the brands to be featured and dates for the various contract displays. 

\ •" ; .?*' * • * '••'•'■• 

SELLING AIDS rv. 

■ — 7. . —:-■ * - ’Iv'C V 7 :. 

f Posters (Tyvek) - These posters have been specially treated for longi 

* 3 life out of doors. They are very durable and are most appropriately 
j/. used in resort areas. 

V Litter Bags - You will receive a supply of these bags from your 
Division Manager to be used as give-aways. With the increased 

• t concern for ecology, these bags are excellent for«use in 

v automobiles to help control littering. ‘ :J ; 

. "Special Offer” - 10-carton bands. This wide paper band is 
designed to facilitate handling of the 10-carton combination offer. 

SWITCH SELLING ‘ ' - ! ^■' T ' • : ■ 

Every opportunity should! be; taken to effectively utilize your daily allocation 
of 20*s to switch sell. Develop a strong selling message for your brand. 

Practice until you can deliver it with confidence and ease. 

SALES OPENER/PRESENTATION * 

■ ■ - ■ — ■ i •« “ ’ - t— *. rnn-'* --rv- —-- .... 

A 1 prepared Sales Opener is a must - followed by a factual Profit Oriented 
Presentation. Offer benefits of brand - close (ask for order). 

REPORTING - ■' V. - - .. "/V"- 

Your Daily Work Record and!Scanner are the primary documents that reflect your 
accomplishments. Complete with care and check them before submission each week;. 
Follow reportiingi instructions exactly - no exceptions ! 

OTHER ACTIVITIES •' . 

.1. Put-up P.O.S. Materials - use a "Positive” approach., Show manager what 
you have, tell him you’re going to put it up and identify the location;. 

2. Make effort to meet other employees in store;., 1 
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ENDING THE CALL ' ' 

1. Thank the Retainer, stress the importance of keeping display up. 
Tell him you will see him in 4 weeks,, 8 weeks or whenever you will 
make the call again. The mamager/buyer should know that he will 
' see his Philip Morris Representative again and when. 
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